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Dealer or builder . . . you’ll please 
your customers best with an Empire! 


Patented Vertical ‘““Thriftmatic” 
Gas Burner is precision-machined 
to provide more heat for less money! 


Empire’s heat exchangers cut 
noise to a new low. No boom, 


no bang... 

ST silent as a kitten! 
Burns all types of natural, mixed 
and L-P gases. No basement needed 

. .. No expensive excavating! 


Really economical to install 
and maintain. 


You and your customers can 
depend on Empire . . . world’s 

largest manufacturer of gas 
floor furnaces. 
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SEE YOUR EMPIRE REPRESENTATIVE OR WRITE TO EMPIRE 
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N late April 1952, after spending 23 

years in the chemical industry, I 

joined Houston Natural Gas Corpo- 
ration. Upon being assigned to the sales 
department, I began asking questions 
and reading not only about current sales 
programs but also 
about those un- 
dertaken in the 
past. An article 
written in 1943 
concerning the ac- 
tivities of the 
company referred 
to “our compara- 
tively small gas 
system. Ten 
years—and more 
than 100,000 ad- 
ditional meters— 
later, we may now appraise the sales 
program of “our gas system.” A sales- 
minded top management, personified by 
Frank C. Smith, president, and John H. 
Wimberly, executive vice president, and 
their attitude reflected in more than 800 
other Houston Natural Gas employees 
in the fast-growing Texas Gulf Coast 
area, are largely responsible for the elim- 
ination of the former description— 
“comparatively small.” 
The company’s basic sales concept— 
merchandising through dealers—has not 
changed until now. But sales problems 
have changed considerably since the 
seller’s market of 1943 and so have our 
sales methods. It is only fair at this point 
tosay that we do not presume to have any 
techniques or procedures which in them- 
selves are new and different. About all 
that we, in the sales department of our 
company, can do in this article is tell 
you what we are now doing; and the 
only reason we are doing what we are is 
that it looks like a means of getting 
more gas appliances on our lines. 

If we decide, at our next monthly de- 
partmental staff meeting, or before, that 
this isn’t the right way and that some- 
thing else is better, then the chances are 
that our present way of doing things 
will, as far as we are concerned, be ob- 
solete next month. In spite of commend- 
able growth, the company’s executives 
are still within easy reach of each other 
so that decisions on policy or proce- 
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Houston Natural Style 





by L. Proctor Thomas 


Vice president in charge of sales 
Houston Natural Gas Corporation 





dural changes can be made promptly. 
Such a cond.tion has obvious advantages 
at a time when crises of various magni- 
tudes seem to be the order of the day. 


Financing forms the core 

The financing of gas appliances forms 
the core of our sales efforts. This plan, 
which has received considerable public- 
ity, originated in the early thirties. It 
attained its initial peak volume during 
1941 when sales representing slightly 
over $250,000 were financed. The first 
full U. S. War Year, 1942, saw that 
figure dwindle to less than $50,000; in 
1943, we handled only $13,560 worth 
of paper. The following three years were 
a little better, but not much. The ap- 
proximate figures in ensuing years were 
as follows: 
1947—-$200,000 
1948— 500,000 1951— 110,000 
1949— 420,000 1952— 360,000 


Rolland Storey, manager of sales pro- 
motion, has set as our goal for 1953 
the immodest sum of $1,000,000. 

Every so often, a customer used to tell 
one of us that he or she had never heard 
of our finance p!an. So, last September, 
it was decided to take the story of the 
finance plan directly to the consumer. 
Advance notice of our intentions was 
given to the dealers throughout the sys- 
tem. Decals were prepared for use on 
the dealer’s window or on his door in- 
dicating that he was authorized to sell 
gas appliances under our finance p!an. 

A booklet exp!aining the plan was 
distributed to contracting dea!ers, jumbo 
tags were placed on their appliances, 
and promotional signs were set out at 
strategic points in their stores. After the 
groundwork was laid, the p!an was ex- 
plained to the consumer through the 
medium of newspaper ads, rad:o, and 
more recently, television. Reaction was 
immediate and two-fold. First, there 
was a noticeable pick-up in the volume 
of paper and, second, a number of deal- 
ers who had formerly been lukewarm 
to the plan, now began signing up and 
putting it to actual use. 


1950—$575,000 


As universal as burner-tip service 
There were some important by-prod- 
ucts to this activity. One day a Houston 








Modern GAG rrriiances 


NOW. 


appliance payments 
nid potnnate at range, Servet Gos Refiigueanee 
included on your - ins Siena on oes ee <i 
Noy payment wo 


Houston Natural 


gas bill 


You poy Mething Exte tor this exis convenience 


Buy where you see this seal 





Emphasizing the convenience of making pay- 
ments for appliances with payments for gas 
service, and the importance of the authorized 
dealers who sell on the Houston Natural Gas 
plan, this newspaper ad is typical of a series 
that has proved effective. Dealers who co- 
operate in this plan are provided with em- 
blems such as shown in lower left-hand cor- 
ner, for immediate store identification. 











dealer called and said he’d like to sign 
up to use our finance p'an. Through 
the years it had been available to 87 of 
the communities we served along the 
Texas Gulf Coast but never to the 88th 
—Houston. Here was not only our larg- 
est number but our greatest concentra- 
tion of meters. 

A review of the possible reasons why 
we should not finance Houston gas ap- 
pliances on Houston Natural Gas lines 
failed to turn up anything that out- 
weighed the opportunities. So policy 
was changed to include Houston. The 
response has been most gratifying. We 
have a'so been heartened by the report 
that another gas distributor in Houston 
will probably have available in the near 
future a finance plan for its customers. 
We firmly believe that the finance plan 
is an excellent tool for the merchandis- 
ing of gas appliances by a utility—either 
directly or indirectly—and we would 
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"Havent you heard ? | 
The John Wood line ig 


‘ : SS fam . to handle!” 
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WATER HEATERS 


are profitable to sell because they're 
made so well! Penfield Automatic Gas 
Water Heaters are made and warranted 
by a company known for “‘Quality Prod- 
ucts since 1867°’— John Wood Company 
Conshohocken, Pa. and Chicago, Ill. 














DEALERS AND CONSUMERS ARE TARGETS 


HOUSTOQMENATURAL GAS 


The dealers of the 20-county service area of Houston Natural 
Gas Corp. are kept aware of the sales potentials for modern gas 
appliances. Here, in a skit presented to dealers, gas dryers are 
being high-spotted by Morris Williams, regional sales promotion 
manager, as 2 Houston Natural home service representatives go 
through their act. Jane Hewett, left, is the hanger-upper; Mau- 
rene Rupert, right, relaxes while her dryer does that tough job. 





OF HOUSTON NATURAL’S PROGRAM 


When Houston Natural goes on the TV air, the kitchen from 
which the show comes is really all-gas. The show has proved its 
drawing power by the requests for tested-recipes—a fact that is 
made adequately clear to appliance dealers. The food editor of 
the Houston Post is the star of the show, with an average audi- 
ence of 13.5% of all TV sets in the Houston area. Here, the 
program calls attention to features of Servel’s new Ice Maker. 








like to see it become as universal as 
burner-tip service. 

The plan is of no particular interest 
to the very large dealer in a large city 
who has his own finance plan. But to 
the small dealer, it offers the opportunity 
to meet his larger competitors on at 
least equal terms in the area of sales 
financing. This is important to the small- 
town merchant and to the little dealer 
in the big town. 

















An important newcomer 

A newcomer to the appliance field is 
the automatic gas dryer. It is command- 
ing considerable attention from appli- 
ance manufacturers, utilities, distribu- 
tors, dealers and consumers. The low 
sales saturation of the automatic dryer 
—less than 4%—indicates an oppor- 
tunity and a challenge to the sales forces 
of all gas utilities. 

We felt that we were pioneering, last 
Fall, when we offered terms of 40 
months on the purchase of washer-gas 
dryer combinations. We believed that 
the housewife would ordinarily purchase 
a dryer only if she had a washer. This 
reasoning was carried a step further, 
early this year, when the automatic 
washer was made available by itself. 
Then while we were thinking about all 
the hot water required for all those 
washers we hoped to finance, it occurred 
to us that a lot of people would need 
new and larger water heaters. In March 
a letter went out to the plumbers carry- 
ing the gospel of the finance plan. Fol- 
low-up calls were made, and more water 
heater paper is coming in now than ever 
before. 

As a special feature during May, we 
ae offering terms of 40 months for a 
combination gas dryer and any other 
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approved gas appliance. Incidentally, 
the gas dryer will receive our special 
attention throughout the year and for 
the next year or two. It appears that the 
fight between the two basic types of 
dryers for control of the trend to dryers 
is a nip-and-tuck battle and we want to 
throw all the support we can behind our 
favorite fuel in order that the trend to 
gas may be firmly established and main- 
tained in this field. 


Newest advertising medium 


Joint advertising has been discontin- 
ued insofar as dealers are concerned, 
but an expanded TV program has been 
undertaken in cooperation with some of 
the leading gas appliance manufacturers. 
This is in addition to our own TV spots 
featuring American Gas Association 
television film of the “Four Flames.” 

One of the first program features of 
Houston television station KPRC-TV, 
when the station went on the air four 
years ago, was “TV Kitchen,” featuring 
the food editor of the Houston Post, 
Mrs. Jane Christopher. By the end of 
last year, Mrs. Christopher numbered 
her devoted following in the thousands 
and surveys indicated an average audi- 
ence of about 13.5% of all TV sets in 
the immediate Houston area. 

For several years, KPRC had entered 
into an arrangement with a local furni- 
ture and appliance outlet for all appli- 
ances used in the TV Kitchen “set.” 
These included a gas range, an auto- 
matic washer, and an electric refriger- 
ator. There was no assurance whatever 
that the kitchen setting would remain 
primarily a gas installation, and very 
little was being done to insure that the 
various appliances operated at top effi- 
ciency. The range, for example, had not 


been replaced for almost a year. 


Had to work fast 


We learned, in roundabout fashion, 
that a one-minute participating an- 
nouncement on TV Kitchen would be- 
come available about April 1 and im- 
mediately engaged in a series of top- 
level conferences with the station man- 
agement. We made this proposal: The 
company would enter into a firm con- 
tract for the available participation on 
a one-year basis. The station, in turn, 
would grant Houston Natural the ex- 
clusive right to supp'y a!l appliances and 
would cooperate in an active program 
to merchandise TV Kitchen and its star. 
The television station management ac- 
cepted the proposal in late March, and 
on March 31, the first announcement 
went before the cameras—a very tight 
schedule. 

Coincidentally, the station had moved 
only the day before from makeshift 
buildings it had occupied for four years 
to a magnificent $500,000 radio-TV 
center. Thus, the first company an- 
nouncement went on the air in a brand- 
new kitchen set, seen by viewers for the 
first time. The weekend previous, the 
company had moved in a Servel Auto- 
matic Gas Ice-Maker, a new Tappan 
deluxe Range, and a new Whirlpool 
Gas Dryer. 

Our sales promotion department went 
to work at once to secure the coopera- 
tion of gas appliance manufacturers. 
The year was divided into 13 four-week 
periods, each of which would be com- 
mitted to a specific range manufacturer, 
and during which that manufacturer’s 
range would be used in the kitchen and 
featured on the company’s announce- 
ments. Tappan, Roper, Caloric, Wedge- 
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wood, Chambers and Magic Chef have 
reserved all available periods for the 
coming year. 

Plans are going forward for a com- 
prehensive kit of point-of-sale materials, 
tying appliances on dealer-sa'es floors 
to the use of those same appliances on 
TV Kitchen. We expect to cooperate in 
the publication and mailing of 20,000 
recipe folders each month. These will be 
sent to a permanent mailing list of Jane 
Christopher followers who have sent 
their names with requests for recipe 
folders. 


Prestige-plus 

Perhaps the most important single ef- 
fect of this ambitious television effort 
is the prestige the utility will garner in 
the eyes of its dealers. Our immed.ate 
and uncompromising acceptance of, re- 
sponsibility for, and management of the 
venture are sturdy evidence to the dea!er 
that Houston Natural believes what it 
preaches. 


Our dealers are encouraged to use 
our district offices, to the extent that 
space is available, for displaying their 
merchandise. In doing this, we urge that 
top-of-the-line equipment be shown in 
order that we may further our efforts to 
upgrade the gas appliances in our cus- 
tomers’ homes. The fact that our aver- 
age financing contract is currently 
$275.00 shows some success in that di- 
rection. 

Overa!l, we know that our various 
services for 500 or 600 dealers on our 
system have stimulated their sales efforts 
which in turn have resulted in increased 
sales. A growing number of these deal- 
ers take full advantage of every program 
we offer. These are the ones who ac- 
count for the largest percentage of sales, 
who almost invariably report that busi- 
ness is good. At the other end of the 
scale are those dealers who are a liabil- 
ity to the manufacturers they represent 
as well as to their communities. We have 





NEW TV PACKAGE SHOW LAUNCHED 


A new TV package show built around 
Dione Lucas, world famous culinary ex- 
pert, had its premiere in Philadelphia on 
April 9 over television station WPTZ, 
sponsored by The Philadelphia Gas 
Works, and in the Boston and Prov- 
idence areas by a group of 19 gas utili- 
ties sharing the cost of TV time on 
stations WBZ in Boston and WJAR in 
Providence. 

The show, first in a series on 26 half- 
hour films, was produced by the Arthur 
B. Modell Television Productions, Inc., 
New York, and made available without 
charge to the utilities by Caloric Stove 
Corporation, who paid for the cost of 
production. 

The present show is an outgrowth of 
“The Dione Lucas Show”, a live TV 
presentation that has been sponsored five 
days a week in the New York area for 
nearly three years by Brooklyn Union 
Gas Company. In this time Mrs. Lucas 
has drawn one of the largest audiences 
of any daytime cooking show. Her basic 
appeal to housewives is that they con- 
sider cooking as an art and not a chore, 
and her demonstrations have been 
largely devoted to the preparation of 
interesting and sometimes unusual 
dishes. 

The campaign, now available to all 
gas utilities at no cost other than station 
time plus an agency commission of 15% 
to be paid to the Modell organization, is 
part of a 14-point program dubbed “Op- 
eration Blue Flame”. In it, the producer 
provides: the film; commercial copy 
writing service, where desired; trailers 
and slides for use during the commer- 


cials and fie'd service assistance in pub- 
licizing the show through newspaper ad- 
vertising, publicity releases and cooking 
contests. 

The finished package for each utility 
is its own cooking show, telecast on a 
local station at a time of the sponsor’s 
choosing, with all the advantages of na- 
tionally coordinated advertising and 
publicity. Commercials plugging local 
sales, and other consumer information 
can be either live by local announcers, 
or filmed with Mrs. Lucas presenting 
the local sales story. Although the Ca- 
loric gas range is used in the actual cook- 
ing demonstration, there is no limita- 
tion on the commercial mention of other 
gas appliances, including competing gas 
ranges. 

The package is also available to LP 
gas operators on the same basis as util- 
ity sponsors, where their operations are 
large enough to justify TV time. Both 
utilities and LP gas companies can also 
purchase the films outright for local 
showings before homes service audi- 
ences, womens groups and other assem- 
blies of a similar nature. 

The Philadelphia sponsorship of the 
new TV program is part of the most 
recent version of the Matchless cam- 
paign first inaugurated in Philadelphia 
a year ago. This year’s campaign again 
uses dominant newspaper advertising 
space through the months of April, May 
and June. Range brands participating in 
the Matchless program include Caloric, 
Florence, Magic Chef, Maytag, Norge, 
RCA-Estate, Roper, Tappan and Uni- 
versal. 
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them with us, too. And in between we 
have all the variations. In other words, 
we live with pretty much the same types 
of dealers chronic to all gas utilities 


No editorial “We” 


As used in this article, the word “we” 
is not of the editorial variety. It refers 
generally to the company as a whole 
and specifically to 
the sales promo- 
tion department 
and its good right 
arm—home serv- 
ice. Today Rol- 
land Storey is 
ably assisted by 
Mrs. Winnell Sim- 
mons and her staff 
as well as by 5 
regional sales pro- 
motion managers. 
Mrs. Simmons, 
home service director, now has 5 home 
service representatives and is looking 
for a sixth. Home calls, store demonstra- 
tions, school demonstrations .and a 
schcol range program, dealer meetings, 
cooking schools, skits, contests, repre- 
senting thousands of man-hours of work 
and energy, all go hand-in-hand. They 
are the fundamentals of our business 
and, while the themes change, the in- 
trinsic value of these features is time- 
tested and proven. 

Squarely in the middle of all of these 
activities stands our advertising staff. 
This year, for the first time, billboards— 
34 in all—will be used in the towns of 
the system, up and down the highways 
connecting them. They wi!! help tell the 
story of gas and of gas appliances to 
our present and future customers. 

We are doing all these things in a 
country where the gas flare from an oil 
well is a familiar sight, where natural 
gas is no stranger in the home, in the 
fields or in the factories. We are spend- 
ing more money than ever before to 
assist the gas appliance dealers to sell 
in a land where natural gas is by all 
odds the choice of the people as a fuel. 

Why are we doing it? 

Because we have learned in the past 
few years that if we relent in our efforts, 
a dynamic aggressive competition will 
make inroads. We are reconciled to the 
proposition that the incandescent lamp 
is here to stay, but know that other sales, 
that shouldn’t have been lost, were lost 
in past years. Regardless of why or how, 
they are permanently lost. New sales 
are the only means of offsetting them. 
We believe we can hold and improve, to 
the benefit of our customers and our- 
selves, the individual customer loads on 
our lines. 

And, ten years from now, we expect 
to be known as “a comparatively large 
gas system.” 


Mrs. Winnell Simmons 


American Gas Journal, May 195) 
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“SALES CLINCH ERS” 


SEND FOR FREE BOOKLET, 
"How to Sell More 


Address Dept. 53A 


HARPER-WYMAN COMPANY 


No. 2 ofa series 


\ 


To sell her the GAs range, show her 
the “COFFEE-WARMER” feature of the 


ALLTROL' (4nter Sénmen 


Wonderful ‘keep warm’? temperature of 130° to 175° 





—just right for keeping coffee—or food—at its flavorful 
best . . . deliciously hot, ready to serve! It’s exclusive with 
ranges* featuring the Alltrol Center Simmer surface burner. 
And it’s another reason why your prospects will become 


your customers. 


ONLY ALLTROL BURNERS HAVE A COMPLETE HEAT CYCLE 


Full flame Starting A full range of inter- Click... here's efficient “Cen- Click... a gentle “Keep 
Burner for quick boil or mediate heats when wide ter Simmer” that maintains Warm” heat... without 
fast frying. spread of heat is needed boiling in any covered vessel further cooking. 





*Write for names of ranges featur- 
ing ALLTROL Center Simmer. 


® Trode Mork Reg. U.S. Pat. Office 


Gas Ranges” 


ncennes Avenu Chicago 2( 
‘ALLTROL CENTER SIMMER’ MAKES GAS THE WINNER! 
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FOR GAS RANGE SALESMEN 
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Builders enthused — as you will — over 
these unique features of Bryant’s new “Com- 
mand-Aire” Twins. For example, imagine your 
profit potential in year ’round home condition- 
ing equipment that’s... 


20 to 35% lower in cost! Mass production 
techniques enable us to offer the ‘““Twins” at a 
price millions of average income families can 
afford . . . families who will buy new homes (or 
convert old heating systems) in your area this 
year. Moreover, they will have the convenient 
option of buying... 


Cooling initially —or later! Because the 
“Twins” are independent heating and cooling 
units, you can install the furnace first and add air 
conditioning immediately or later, according to 
the convenience of the buyer. And you can be sure 
about demand because the ““T wins” are being... 


Extensively advertised—on national and 
local levels—even right on the home site—to pre- 
sell thousands who will buy new homes this year. 


“COMMAND-AIRE”’ TWINS GET 
BIG RECEPTION AT NAHB SHOW! 








ad 


Builder enthusiasm over truly Low-Cost year ‘round 
conditioning promises an active market for you! 


Available in many combinations! Gas or 
oil furnaces ranging from 50,000 to 175,000 
Btu/hr and cooling units in 2, 3 and 5-ton 
capacities permit you to meet the conditioning 
needs of any sized house. 

Get complete information on this unusual 
profit opportunity today! Contact your Bryant 
Distributor, or write: Bryant Heater Division, 
17825 St. Clair Avenue, Cleveland, Ohio. 


\ 
t 
HEATING @ AIR CONDITIONING 
WATER HEATING 
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Chattanooga Gas Co. Rolls Appliance 
Showroom to the Customer's Door 


OHAMMED was not noted as a 
M merchandising expert, but when 
he said that he would go to the 
mountain if the mountain would not 
come to him, he was laying down a basic 
philosophy that has paid off for Chat- 
tanooga Gas Co. 

The company’s version is if people 
won’t come to the appliance store, take 
the store to them. That’s how the Natu- 
ral Gasmobile came in to being. And it’s 
one of the reasons the company—de- 
spite being located in the backyard of the 
government-subsidized electrical TVA 
project—has been able to increase its 
gas sales by the fantastic amount of 
525% since 1949! 

The Natural Gasmobile is a complete 
gas appliance showroom on wheels, fully 
equipped with all kitchen appliances in 
working order. In the forward part of 
the Gasmobile is a table for cookies and 
coffee for visitors to the “showroom.” 
There is also a tape recorder and a loud- 
speaker system, used to play music that 
attracts attention in the neighborhood. 

The Gasmobile also contains a sink 
with hot and cold running water, wood 
panelled walls and ceiling. Excepting the 
Servel refrigerator, brand appliances are 
changed frequently. Lights and fans op- 
erate from a gasoline-powered plant, all 
appliances use bottled gas. 

Fred Stewart, who not only origi- 
nated the idea for the Gasmobile but 
built it, is the operator. While he serves 
cookies and coffee, he points out the fea- 
tures of the gas appliances. 

The success of the Gasmobile from an 
advertising and merchandising view- 
point is outstanding. It is booked weeks 
in advance, especially on wash-days 
when the obliging Mr. Stewart drys the 
visitors’ laundry in the gas dryer, while 
they enjoy the cookies and coffee. 

It is this combination selling-and-pub- 
lic relations approach that has revital- 
ized the gas company. It also shows what 
top-flight management and aggressive 
selling can do. 

S. V. “Mike” O’Lenic became presi- 
dent of the company in 1950, at about 
the time natural gas arrived. Within one 
year of their joint arrival, business in- 
creased 90°, sales to industrial gas users 
zoomed 212°% and the number of cus- 
tomers increased nearly 50%. 

The gas company, one of the oldest 
nstitutions in Chattanooga, was founded 
in 1866. Though its earnings could never 
‘e termed spectacular, they were steady. 

hen came TVA. Slowly but surely 

irnings slipped and even though the 
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With becoming modesty, Fred Stewart 
poses inside the Chattanooga Gasmobile 
surrounded by operating gas appliances 
and the makings of hospitality—coffee and 
cookies. The Gasmobile is shown at the 
left and, in larger illustration, on page 67. 








company continued to show a profit, its 
customers decreased. 

Mr. O’Lenic set right out to instill in 
the mind of the public the idea that serv- 
ice and the gas company were synony- 
mous. He immediately installed radio- 
telephones in all service trucks so that 
any customer could be reached within 
15 minutes, night or day, if he had a 
service complaint. Service is free. 

Then Mr. O’Lenic squared off with 
the hard statistical facts that #4 of metro- 
politan Chattanooga lacked natural gas 
service, the majority of appliance deal- 
ers feature electricity—many of them on 
an exclusive basis. The local electric 
utility spends more than $100,000 an- 
nually plugging “cheap, modern electric- 
ity.” Well it might, since Chattanooga is 
second lowest in the country for house- 
hold electric rates in cities of 50,000. 

In the three years since, the company 
has spent more than $3,000,000 in ex- 
panding its distribution system and has 
added 62 miles of pipe. By the end of 
this fiscal year, the number of domestic 
customers is expected to be 14,600, up 
from 9,871 in 1949. 

Now more than 40 large industries 


use gas for manufacturing processes; 
numerous stores, offices and _ public 
buildings are converting to gas heat. 

One of the company’s newest cus- 
tomers demonstrates the O’Lenic sales 
philosophy. A plant making clay pipe 
recently converted to gas. Why? 

“Because we put the gas right up to 
his back door,” Mr. O’Lenic explains. 
“Then—not before—we went out for the 
business. You can’t get results by telling 
prospective customers you can deliver at 
a future date. If you have something to 
sell, have it on the line.” 

He thought that a modern fuel should 
be sold by a company that looks modern. 
He spent $180,000 remodelling the com- 
pany’s downtown offices. 

The refurbished building has 3 com- 
plete kitchens on the disp!ay floor, two 
of them in actual use. One of these oc- 
cupies a window to attract passers-by. In 
an exce!lent public re'ations move, the 
company has added a Blue Flame Room 
for club or civic group meetings. 

The company also has a full staff of 
college-trained home service representa- 
tives who hold periodical cooking 
schools and give home demonstrations. 
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RUUD-MONEL 




















AUTOMATIC GAS WATER HEATER 


HOT WATER AT TWO TEMPERATURES 
FROM THE SAME TANK—AT THE SAME TIME! 


Sanitizing 
Rinse Water 










(140° 








General Use 
Hot Water 


MONEL—Nature’s 
wonder metal, 
safely holds water 
at 180°—won't 
rust, ever! Ruud- 
Monel Sanimaster 
with its exclusive 
long-life Monel 
tank, provides 
sparkling hot water 
for perfect sanita- 
tion. 





WHAT THE SANIMASTER DOES! 


/ Delivers from this outlet 
180° sanitizing water for con- 
tinuous operation of semi-auto- 
matic dishwasher with demand 
up to 1.1 gallons per rinse; or 
for one peak hour operation of 
any dishwasher with demand up 
to 2.2 gallons per rinse. 


2. Delivers from both outlets 
simultaneously a combined quan- 
tity of about 70 gallons per hour 
of 180° sanitizing hot water, and 
140° hot water for general use. 


3. Delivers continuously 100 
gallons per hour of 140° water, 
or for one peak hour a quantity 
of 200 gallons. 


In addition to the Ruud-Monel two °°temp Sanimaster, Ruud 
offers a complete line of water heaters for domestic, com- 
mercial and industrial applications. 








RUUD Water Heating 


Equipment is used by: 


® Morning Call 
® Patio Royal 


© Broussard’s 
© Commander's Palace 
© Felix ® Pittari’s 
® Kolb's 

® Tujague’s 


® Pontchartrain 








program have been met. 


Ruud-Monel duo°°temp Laundrymasters 

Ruud Superspeeds, Hispeeds, and Pacemakers 

Ruud Standard Sanimasters 

Ruud Multi-fins, Multi-coils, and Continuous Flow 

Ruud Sani-Temp System for Commercial Dishrinsing 
... and Ruudiator Heating Boilers. 


*Monel is an alloy of nickel and copper—both metals urgently needed in the country's defense 
program. Production of Ruud-Monel water heaters is on a severely curtailed basis, limited by 
the amount of these strategic metals available for civilian use after the needs of the defense 
Distribution of Ruud-Monel water heaters is restricted by government 
order to those areas in which public water supplies are of maximum corrosiveness, and this 
advertisement is not intended to indicate general availability of water heaters with Monel tank. 


RUUD MANUFACTURING COMPANY 


Pittsburgh 1, Pa. e GENERAL OFFICES « Toronto 14, Ontario 
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NEW GAS APPLIANCE 


BULLETINS 
BY SGA MEMBER-COMPANIES 





FoRCED AIR FuRNACES. A gas-fired, down- 
flow forced air furnace reportedly ideal for 
heating of basementless homes is fully de- 
scribed in this attractive, multi-colored bul- 
letin. An easy-to-read presentation, it dis- 
cusses nine of the features offered in the 
downflow furnace, including facts on: fil- 
ter, casing, draft diverter, controls, safety 
pilot, fan and limit switches and blower. 
Special convenience features are also dis- 
cussed. Specifications and ratings are given 
for various models. 

This bulletin, similar to the one above, 
describes a forced air furnace which op- 
erates with the blower at the base of the 
unit. Offering many of the same features 
as the downflow model, the unit has a high- 
capacity blower with straight-through type 
heat exchanger. Information is presented 
on the convenience features: finger-tip ig- 
niter; safety sentinel pilot; and magic ac- 
tion valve. 

Bulletin 318, downflow model, and bul- 
letin 319. Bryant Heater div., Affiliated Gas 
Equipment, Inc., 17825 St. Clair Ave., 
Cleveland 10. 


How To Use Your CALoric AUTOMATIC 
Gas CLOTHES Dry er. This illustrated, two- 
color bulletin describes many of the fea- 
tures of the manufacturer’s automatic 
clothes dryer. Information is given on, load- 
ing and starting the machine, together with 
a table of drying time which offers the ap- 
proximate time required for drying various 
materials. There is additional information 
devoted exclusively to drying blankets, cot- 
tons and linens, delicate fabrics and new 
miracle fabrics. The bulletin also describes 
the Lo-Heet Hi-Breeze drying principle, of 
the clothes dryer. 

Pp. 11. Caloric Stove Corp., Topton, Pa. 


FoRCED AIR FURNACES. Counter-flo and 
square gravity gas-fired, forced air furnaces 
are described in this set of four color bul- 
letins. The square gravity models, designed 
for installation in homes with basements, 
feature steel radiation shields, removable 
raised port burners, combustion chamber 
with welded seams, and construction of 
rust-resisting non-tic quality steel. Counter- 
flo models, for homes without basements, 
approved for installation with minimum 1” 
clearance on sides and back, discharge 
warm air from the bottom or all sides. Bul- 
letins also describe winter air conditioners 
and compact duct heaters. All models AGA 
approved for use with natural, mixed, man- 
ufactured or LP gas. 

Bulletins NP-D, ICF, LB, GS and CF. 
Norman Products Co., 1150 Chesapeake 
\ve., Columbus 12, O. 


HOME Arr CONDITIONER. This colorful bul- 
letin describes a compact, fully automatic 
unit that operates independently, for cool- 
ing alone, or in conjunction with forced 
ar heating equipment for complete, year- 
rund air conditioning. It cools, dehumidi- 
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fies, filters and circulates the air. Informa- 
tion is presented on the inlet air opening, 
cooling coil, blower, control flame, dual 
pressure control, casing, refrigerant con- 
denser, refrigerant system and refrigerant 
compressor. A chart is included giving all 
specification data. 

Bulletin model 590. Pp. 4. Bryant Heater 
div., Affiliated Gas Equipment, Inc., 17825 
St. Clair Ave., Cleveland 10. 


National Advtg for Dixie Prods 
For the first time, gas ranges made by 
Dixie Products, Inc., Cleveland, Tenn., will 
be nationally advertised. The 1953 national 


THE SOUTHERN 


advertising and merchandising program fol- 
lows an expansion program which the com- 
pany began several years ago. 

The company, through advertising coun- 
sel of Fulton, Morrissey Co., Chicago, will 
carry a space schedule in Better Homes & 
Gardens, Family Circle, Everywoman'’s, 
Woman's Day, Holland’s, Sunset and 
What's New In Home Economics. Copy 
emphasis will be placed on the theme 
“Dixie is the range for you.” 

Under the merchandising program, deal- 
ers will be supplied with a full color bro- 
chure, color envelope enclosures, cello- 
phane window banners, newspaper ad mats 
and radio commercials. 


&. 





Typical Holly NerroWall Installation 


GAS INDUSTRY 


> 2 We are proud to be associated with you in merchandis- 


ing top quality gas appliances throughout the South. 


Our policy is to build and distribute the finest product 


of its kind — fairly priced and fully guaranteed. 


houty was the first to produce a between-studs circulating- 
type wall heater with Secondary Heat Exchanger to be AGA approved 


under American Standards for Central Heating Gas Appliances. It is 
the Holly NarroWall (Pat. # 2602441) which provides extra warmth 
and better heat distribution without fans. 






AGA approved under 
American Standards 
for Central Heating 

Gas Appliances 


po | 


at 


houty is also the originator 

of the first shallow floor furnace — 
the famous Stubby, which is the most- 
copied furnace in the industry. 








HOLLY MANUFACTURING COMPANY) 








875 S. Arroyo Parkway, Pasadena 2, Calif. 
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NEW GAS APPLIANCES 
BY SGA MEMBER-COMPANIES 





Commercial ranges 

The Dinette gas ranges described here 
are available in black porcelain finish or 
stainless steel finish with cast iron griddle 





raised on all four sides with openings for 
grease drainage. The units have automatic 
Flex-Heet burners, drip pans beneath the 
top burners and fully insulated oven with 
heat control. The oven rack may be used in 
four height positions, while the porcelain 
oven bottom is removable. Constructed of 
welded steel in flush-to-wall design. 

The manufacturer also offers the Gar- 
land 29 series of commercial heavy duty 
ranges which can be connected to form a 





battery. Broilers, deep fat fryers, combina- 
tion broilers and griddles, baking and roast- 
ing ovens and other attachments may be 
combined to form a complete outlay to 
meet cooking requirements. The Garland 
line, from the basic unit which is available 
with open top, fry top or hot top, is so con- 
structed that any number of ranges may be 
manifolded together in a series. The com- 
mercial 29 series is constructed of heavy 
gauge steel, and is said to be easily cleaned 
due to its smooth surface. 

Garland Dinette and Commercial 29 Se 
ries. Detroit-Michigan Stove Co., Detroit 
ai. 


Floor furnaces, circulating heaters, 

recessed heating units 

The new gas floor furnaces introduced by 
the manufacturer are of the shallow type, 
using an improved vertical-type burner 
They are available in 250,000, 35,000, 50,- 
000 and 68,000 Btu inputs. The furnaces, 
finished in baked-green enamel, are de- 
signed to eliminate expansion and contrac- 
tion noises, the manufacturer states. 

The gas circulator heater line consists of 
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the cool-cabinet radiant-type front heating 
discharge models, the standard radiant-type 
top-heat discharge models, and the console 
non-radiant models. All three styles are 





available in 40,000, 55,000 and 65,000 Btu 
inputs. Finished in brown baked enamel, 
the heaters feature serviceability from the 
front without removing front glass panel 
or radiants. 

According to the manufacturer, the new 
gas recessed heating units feature an added 
warm-air grill which increases the radiant 
heat by approximately 30°%. The heaters 
are also designed to eliminate expansion 
and contraction noises. 

Empire Floor Furnaces, Circulator Heat- 
ers, Recessed Heating Units. Empire Stove 
Co., Belleville, Il. 


Gas fired furnace 

The Lo-Boy gas fired furnace, compan- 
ion of the Hi-Boy, features Magic-Heet in 
which automatic adjustments of heat input 
and air circulation compensate for chang- 
ing heat requirements. This feature is said 
o “think for the thermostat” by constantly 
taking the temperature of the air, then auto- 
matically adjusting the heat to match the 
degree of warmth required in the home at 
any given time. bs apeaowes, the unit 
weighs 430 lbs., is powered by a %4 hp motor 
and is said to is poses of modulating in- 
put from 100,000 Btu down to as low as 
40,000. Bonnet output ranges from 80,000 
to 32,000 Btu, and register output from 
68,000 to 27,200 Btu. Unit is 435%” high. 

Lo-Boy Model LMD-100. A. O. Smith 
Corp., Milwaukee 1, Wis. 


Gas oven, dryer, range 

Shown recently, were 30-inch, 36- and 
40-inch ranges, the Dry-Aire clothes dryer 
and the gas appliance manufacturer’s modu- 








lar units featuring 4 top burner units, and 
built-in oven and broiler. 

The 30-inch Spacemaster line, introduced 
at the Gas Appliance Manufacturer's ex- 
position in Atlantic City last October, in- 
cludes features such as one compartment 
broiler-and-oven at the comfort level. The 
compartment is 24” by 154%” by 173%” and 





has the broiler burner recessed in the top. 
The control panel on the back rail contains 
clock control, precision timer and conven- 
ience outlet. 

Innovations in the 40-inch range include 
a stream-lined back rail with Insta-set panel 
and fluorescent lamp, and broiler and util- 
ity drawers with Silent-roll guides. The 36” 
and 40” models are offered with steel o1 
cast iron radiators, with or without circulat- 
ing fans and with clock control for auto- 
matic cooking, if desired. 

The automatic Dry-Aire gas clothes 
dryer was one of the special introductions 
of the company, recently. With single dial 
control, smooth drum, automatic ignition, 
and exhaust, lint trap and drying features, 
the dryer has the benefit of an extensive 
promotional program. 

Four top burners in two separate counter 
units, and oven-and-broiler facilities built 
into the wall are shown in the modular 





units. Individual top-burner cooking, bak- 
ing and broiling equipment can be placed 
where desired. The oven-and-broiler unit 
can be placed in the wall at any location. 
Roper Spacemaster, Dry-Aire, Modular 
Units. Geo. D. Roper Corp., Rockford, III. 


Space heater 


Production of a cool cabinet space heater 
in three sizes, 19,000, 29,000 and 39,000 
Btu input, reportedly will begin on May 4. 





Through the use of a series of metal plates, 
which curve eccentrically behind the burne! 
and radiants, the heater is said to create a 
rapid circulation pattern of heated and cold 
air through it. The cold air reportedly cush- 
ions, internally, the back, top and sides, 
making it safe to touch everywhere except 
the front where heated air is expelled from 
the radiants and circulated air grill. The 
cabinet is made of brown colored porcelain 
enamel on steel, the hearth, side reflectors 
and dress guard are of chrome steel. 

Cool Cabinet Space Heater. Temco, Inc.. 
Nashville, Tenn. 
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Water heater 

Manufactured for use with all gases, this 
table-top water heater offers 30-gallon ca- 
pacity with the optional high input of 30,- 


I 








000 Btu. Low input allows, the manufac- 
turer reports, unvented installation and 
economical installation. Conversions to 
high or low input are made with factory 
supplied parts. Installation is said to be 
quick and easy since all necessary fittings 
are supplied with the unit, while all fittings 
are accessible below the click off-click on 
top. The high-tensile steel tank, with hand 
size clean out port, and drain cock, the 
safety shut-off control and uniflame burner 
are readily accessible through the front 
panel, it is said. The unit is 24” wide, 25” 
deep and, with the 36” high top, is 40- 
inches in overall height. 

Hi-Lo Imperial Table-Top. Handley- 
Brown Heater Co., Jackson, Mich. 


Automatic gas heaters 

Available in deep brown enamel or light 
finishes, these heaters range in size from 
23%” to 33%” in height in five models, 





with Btu values from 20,000 units for the 
smallest size to 70,000 units for the largest. 
Cast-iron construction of the combustion 
chamber is said to eliminate noise from 
expansion and contraction when gas is 
turned on. Features of the units include: 
detachable humidifier; safety Baso shut-off 
valve which automatically shuts off the gas 
line; pyrex heat-resistant glass door; fully 
vented construction; reversible draft hood 
permitting horizontal or vertical pipe con- 
nection for most models. Approved by 
AGA testing laboratory for use with natu- 
ral, manufactured, or LP gases. 

Glow Boy and Spicer Model Gas Heat- 
ers. Chambers Products, Inc., Indianapolis. 


Table top water heater 

This table top automatic gas water heater 
fits completely flush to the wall and has the 
draft diverter inside. All-automatic controls 


include dial set water temperature, with 
100°, safety shut-off. Capacity is 30 gal- 
lons with 21,000 Btu input for fast heating. 
The lift-off outer case is said to speed up 
installation and allow easy access for serv- 
ice at any time. AGA approved for nat- 
ural, manufactured and LP gases, the unit 
has a porcelain enamel top. Equipped with 
Robertshaw-Grayson Unitrol for dial set 
water temperature. 

Hedges Automatic Gas Water Heaters. 
M. M. Hedges Manufacturing Co., Inc., 
Chattanooga, Tenn. 


Gas ranges 

New models have been added to the com- 
pany’s line of automatic gas ranges, includ- 
ing this unit which measures 51%” in 
height, 40” (space required) in width and 


AUTOMATIC INCINOR 


GAS-FIRED INCINERATOR 


A “MUST” in Homes with Automatic Heat 
A FULL-PROFIT LINE « NO TRADE-INS 


INCINOR IS APPROVED BY A.G.A. LABORATORIES 


ACT NOW FOR COMPLETE DETAILS 
INCINERATION DIVISION, BOWSER, INC., CAIRO, ILL. 
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28%” in depth. It is available with indi- 
vidual drip trays, utensil storage compart- 
ment, two convenience outlets, giant top 
burners, Kool Kontrol panel, low tempera- 








ture oven, Grillevator broiler and fluores- 
cent lamp as included features. The cooking 
top is 38” by 22”. The broiler and baking 
oven each measure 16” by 134%” by 20” 
and the unit has an approximate crated 
weight of 355 Ibs. 

Model No. 500. O’Keefe & Merritt Co., 
3700 E. Olympic Blvd., Los Angeles 23. 


Oil and gas steam boiler 

Volume production of this new combi- 
nation oil and gas steam boiler which re- 
portedly burns either gas or oil with equal 





efficiency, has been announced. The shell 
is of the internally-fired two-pass marine- 
type with a large diameter combustion tube 
and a battery of return tubes. The fan sup- 
plies all the combustion air and spark ig- 
nition is automatic on either fuel. There 
is no pilot and if there is a flame or electric 
failure, electronic safety controls shut the 
burner off instantly, it is reported. On a 
change over from either fuel, the manufac- 
turer states conversion is accomplished 
simply in a few minutes. 

Supermarine Model LO. Sellers Engi- 
neering Co., 4876 Clark St., Chicago. 


Clothes dryer 

Operating on the company’s Lo-Heet Hi- 
Breeze drying principle, this automatic 
clothes dryer is said to use a lower degree 
of heat and a higher volume of air. The 
lint trap is located in the front of the unit 
in a waist-high position. A tapered screen 
reportedly filters out all lint. One knob con- 
trols the entire operation. Setting of the 
drying cycle lights the burner, starts the 
blower and cylinder, and lights illuminating 
bulb and ozone lamp. The loading door is 
counterbalanced, opens down to provide 
loading and unloading shelf, and is equipped 
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with a master switch that shuts off motor 
and burner when door is opened. All con- 
trols can be reached by removing the entire 
front panel or top housing. The burner is 
furnished for natural, manufactured, mixed 
or LP gases. AGA approved. 

Model 100. Caloric Stove Corp., Topton, 
Pa. 


In-a-top broiler and griddle 

Designed for mounting on a wood or 
metal base cabinet, 42” wide by 25” deep, 
the in-a-top broiler and griddle unit fea- 
tures operation from a standing position. 
When mounted on a 28” cabinet, the 8” 
high unit is flush with the standard 36” 





working-height. Two front handles con- 
trol the unit; one handle moving the alumi- 
num griddle to a vertical position while 
simultaneously raising the broiler to coun- 
ter level, the second handle adjusting the 
broiler platter position to the flame. Both 
broiler platter and griddle plate are re- 
movable. The unit has automatic lighting 
for all burners, with pull-out trays beneath 
the burners for cleaning. Meat is said to 
be broiled smokelessly without turning. 
Daisy-type cast iron burners are controlled 
by safety push-type valve handles. 

Chambers In-A-Top Broiler and Grid- 
dle. Chambers Corp., Shelbyville, Ind. 


Triple service boilers 


For use with convector, panel or combi- 
nation heating systems, or with forced hot 
water heating systems, these boilers are de- 
signed to provide hot water for heating 
needs, high temperature water for auto- 
matic dishwashers and laundry equipment 
as well as tempered hot water for tub and 
shower. Constructed in accordance with 
ASME standards, and AGA approved, 
standard equipment includes: welded steel 
heat generator, insulated top, bottom and 
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sides, control circuit relay, sensitive low- 
voltage thermostat, standard head motor 
driven circulating pump. Gas burner as- 


sembly including die formed flame reten- | 


tion type burner, alloy flame diffuser, ven- 


turi, fixed orifice, automatic pilot, gas pres- | 


sure regulator, pilot and shutoff cocks and 


ae 





vertical drafthood. Gross output, for three 
models, ranges from 92,000 to 192,000 


Btu/hr. For natural, manufactured and LP 


gases. 


Janitrol Triple Service 


Boiler Series | 


WCS. Surface Combustion Corp., Toledo | 


i, 


Wall heaters, air conditioners 


Six basic models—four single wall and | 


two dual wall—with input ratings of 25,- 


000 to 55,000 Btu’s are available in the | 


manufacturer’s line of gas-fired wall heat- 
ers. Up to 24 different combinations are 
said to be possible in solving a variety of 
heating problems, through the varying of 
three new features; a three-speed blower, a 
rear register and a heat economizer to sal- 
vage heat from the outer surface of the flue. 
AGA approved, adaptable to any kind of 
gas, the units feature corrugated combus- 
tion chamber, pressed steel burner with 
stainless steel ports, and 100% safety pilot. 





The line of packaged, central air con- 
ditioning equipment is said to have a unique 
way of circulating fresh air for both winter 
and summer. The air handling system in- 
cludes ducts 342” in diameter. The system, 
Blend-Air Conditioning, may be installed 
all at once, or as a heating installation to 
which cooling may be added. The cooling 
units are offered in 2-, 3- and 5-ton capac- 
ities and in two different types of packaged 
systems. 

Coleman Blend-Air Conditioner, Wall 
Heaters. The Coleman Co., Inc., Wichita, 
Kans. 
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POSITION WANTED 


MANAGER:—20 years with 
combination natural-bottled 
gas operations. All around 
experience in building busi- 
ness, increasing customers and 
building load, office manage- 
ment and construction. Write 
Box 252. 








WANTED TO BUY:—Small 
gas utility company in the 
East. Give full particulars. 
Write Box 253. 
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The only gasholder that 
uses 


NO WATER 
NO TAR 
NO GREASE 


The only gasholder that 
assures you 


NO WEATHER WORRIES 
NO OPERATING COSTS 
NO MAINTENANCE 
PROBLEMS 








You can convert your old style gasholders 


to get the Wiggins advantages 
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Typical of Sprague “firsts” are the Packed-in-@ 
Index Driving Bracket, Chrome Leather Diaphragms and 
the Combination Meter. 





This “years-ahead” policy at Sprague with careful at- a ‘= DAV 
tention to basic design and interchangeable parts makes ' 
the purchase of a Sprague Meter a lifetime investment. 
The term “age-less"’ can with certainty be applied to 
Sprague products. 
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